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AN EXPERIENTIAL PERSPECTIVE ON THE CONTINUUM CUSTOMER GREEN 
SATISFACTION – GREEN TRUST – POSITIVE WORD-OF-MOUTH  
 
Abstract 
Providing customers with memorable experiences and environmentally friendly offers have 
become the new mantra for many firms. Resulting from pleasant experiences, customer 
satisfaction, trust and positive word-of-mouth (WOM) are pivotal levers for building strong 
relationships with customers. The purpose of this study is to investigate the linkages between 
customer green satisfaction, green trust and positive WOM from an experiential perspective, 
and examine whether environmental consciousness moderates these relationships. A self-
administrated survey was used to collect the data from a sample of 440 South African owners 
of eco-friendly appliances. The results confirmed that positive WOM is impacted by levels of 
experiential green satisfaction and experiential green trust. Experiential green satisfaction was 
found to strongly affects experiential green trust. Further, the findings revealed that these 
relationships are not moderated by the customer’s level of environmental consciousness. 
Theoretical and managerial implications of the study are presented in the paper.  
 
INTRODUCTION 
With the unlimited number of offers available on the marketplace, firms have realised that 
providing customers with remarkable experiences (Kao, Huang & Yang, 2007; Varshneya & 
Das, 2017) and environmentally friendly offers (Testa, Iraldo, Vaccari & Ferrari, 2015; Wu & 
Cheng, 2017) are new avenues for sustainable growth. When purchasing products, customers 
not only expect to have happy experiences in using products (Kao & Al., 2007; Wu, 2016), but 
they also become more willing to purchase products with high environmental credentials (Wu 
& Cheng, 2017). These purchasing experiences can either increase or dampen the customer’s 
satisfaction, trust and willingness to recommend such products to others (Wu & Chen, 2017, 
Wu, 2016). The extant literature suggests that positive WOM emanates from high levels of 
satisfaction and trust after experiencing the product (Chen, Lin & Chang, 2014; Wang, Wang, 
Xue, Wang & Li., 2018; Watson, Beck, Henderson & Palmatier, 2015).  Positive word-of-
mouth (WOM) is therefore essential for promoting eco-friendly products (Wang et al., 2018; 
Chen et al., 2014) because customers tend to trust the environmental credentials of products 
when endorsed by other customers (Jansson, Nordlund & Westin, 2017). While the experiential 
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topic is well documented in the service industry due to the multiple interactions service 
providers have with the customers (Wu, Chen & Ai, 2018; Wu & Cheng, 2017), research on 
the experiential perspective of the eco-friendly products is limited. It is therefore important to 
understand from an experiential perspective how green trust and satisfaction predict positive 
WOM.  
Evidence however suggests that customer’s level of environmental consciousness affect their 
post-consumption behaviour towards eco-friendly products (Jang, Kim & Lee, 2015), and this 
effect varies across societies and cultures (Tam & Chan, 2017). Research shows that customers 
from developed countries tend to be more environmentally conscious than customers from 
developing markets such as Africa (Sulemana, James Jr, Valdivia, 2016; Suki, 2016). Given 
the little concern Africans seem to have for the environment (Dreyer et al., 2016; Sulemana et 
al., 2016), this study seeks to examine if the degree of environmental consciousness matters in 
strengthening the relationships between customers satisfaction, trust and positive word of 
mouth in emerging markets.  
Research on the moderating effect of environmental consciousness on the nexus customer 
satisfaction, trust and positive WOM remains limited in developing markets. To address this 
research gap, this study empirically tests a structural model that links experiential green 
satisfaction, experiential green trust and positive WOM, and how the level of environmental 
consciousness moderates these relationships among South African consumers. This research is 
particularly relevant to curb the paucity of environmentally related research in the African 
continent (Sulemana et al., 2016).  
The next section of the paper discusses the literature on the chain satisfaction – trust – positive 
WOM and the moderating role of environmental consciousness. This is followed by the 
methodology adopted to collect and analyse the data. Thereafter, the main findings are 
presented and discussed. The article concludes with important implications of the findings and 
recommendations for future studies. 
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CONCEPTUAL MODEL AND HYPOTHESES 
 
Experiential consumption and the chain satisfaction – trust – WOM  
The experiential consumption perspective is perceived as the relativistic preference for product 
or service attributes arising through interactions within a purchase setting that expedites or 
hampers the achievement of customers' purpose (Varshneya & Gas, 2017; Wu et al., 2018). 
After a consumption experience, customers might respond positively or negatively to further 
interactions with the product manufacturer or service provider. From an experiential 
perspective, the chain customer satisfaction – trust – loyalty (which includes recommending 
the product) reflects the post-consumption responses from the customer side (Wu et al., 2018). 
This behavioural continuum has been widely discussed in the literature (Chen, 2013; Chen & 
Chang, 2013; Kumar et al., 2013; Martinez, 2015; Watson et al., 2015). Previous studies point 
to the fact that when customers have had a good experience with a product, they are satisfied 
and are likely to trust the product and to recommend it to others (Chen, 2013; Kumar et al., 
2013; Watson et al., 2015; Wu et al., 2018). It is under this theoretical umbrella that this study 
establishes the research framework depicted in figure 1. The model posits consumers’ positive 
WOM towards eco-friendly products as an outcome of experiential green satisfaction and 
experiential green trust, which linkages are moderated by two dimensions of environmental 
consciousness.  
 
Experiential green satisfaction 
Experiential satisfaction is the aftermath of the customer’s positive experience with using a 
product or service (Varshneya & Gas, 2017; Wu & Ai, 2016). The positive effect of customer 
experiential satisfaction on customer’s positive recommendation of the product (WOM) has 
been supported in the literature (Wu et al., 2017; Wu & Ai, 2016).  From an environmental or 
green perspective, customer experiential green satisfaction refers to the satisfaction 
experienced from the green attributes (e.g., high energy-efficiency) after usage of a product 
(Wu & Chen, 2017). Evidence suggests that experiential green satisfaction positively impacts 
on the general experiential green loyalty (Wu & Cheng, 2017), positive WOM (Kordshouli, 
Ebrahimi & Bouzanjani, 2015; Wang et al., 2018) and experiential green trust (Chen & Chang, 
2013; Wu et al., 2018). The following hypotheses can therefore be formulated: 
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H1: Experiential green satisfaction positively influences positive WOM. 
H2. Experiential green satisfaction positively affects experiential green trust.  
 
Experiential green trust 
Experiential green trust refers to the willingness to depend on an eco-friendly product based on 
an experience of the product credibility, benevolence, and ability about environmental 
performance (Chen, 2013). This study focuses on customer trust in environmental labels 
affixed to eco-friendly products because it is a must-have condition for the customer’s positive 
response to green products (Taufique et al., 2017). Studies showed that consumers cannot adopt 
green products unless they trust them (Martinez, 2015; Nuttavuthisi & Thogersen, 2017). 
Empirical studies suggest that customer green trust has an impact on customer WOM (Chen et 
al., 2014; Martinez, 2015; Wang et al., 2018). When customers have experienced a product and 
then trusted the product, they will continually recommend the product to others (Wu, 2016; 
Wu & Ai, 2016). Thus, the following hypothesis is formulated: 
H3: Experiential green trust in environmental labels positively influences WOM 
 
Positive WOM 
Positive WOM in this study alludes to a positive and interactive exchange of information about 
the green credentials of a product between two or more customers (Baker, Donth & Kumar, 
2016). Either considered a dimension of customer loyalty (Chen, 2013) or an outcome of the 
customer overall loyalty (Watson et al., 2015), positive WOM is regarded as the most 
anticipated response a company can wish to get from its customers (Wang et al., 2018; Watson 
et al., 2015). This is because positive WOM ultimately yields substantial benefits for 
companies (Baker et al., 2016). Previous research demonstrates that having customers 
providing positive feedback on the green attributes of a product or service is mainly the result 
of the customers’ high level of satisfaction and trust in the company’s product or service (Chen 
et al., 2014; Wang et al., 2018; Watson et al., 2015). 
 
 
5 
 
Moderating variables: environmental consciousness 
Customers’ environment consciousness indicates the degree to which customers are concerned 
about environmental issues (e.g., water shortage) and are willing to make efforts to solve them 
(e.g., using water sparingly) (Dunlap & Jones, 2002; Jang et al., 2015). Environmental 
consciousness is considered as a multidimensional concept that includes an attitudinal 
dimension (concern) and a behavioural dimension (actions) (Jimenez-Sanchez & Lafuente, 
2010; Sharma & Bansal, 2013; Taufique et al., 2016).  
The attitudinal dimension refers to the mere concern for environmental issues without taking 
any proper action, whereas, the behavioural dimension alludes to pro-environmental actions 
undertaken to address the environmental problems (Taufique et al., 2016). The extent to which 
customers are conscious of the environment is not always indicative of the customer’s 
purchasing behaviour of eco-friendly products (Barbosa & Pastore, 2014; Tam & Chan, 2017). 
Previous research (Barbosa & Pastore, 2014; Carrington, Neville & Whitwel, 2014) 
demonstrates that the level of environmental consciousness of customer does not always 
translate into the purchase of eco-friendly products. Tam and Chan (2017) further demonstrate 
that the effect of environmental consciousness on customer purchasing behaviours differs 
across societies and cultures. Research conducted in the African setting (Sulemana et al., 2016; 
Dreyer et al., 2016) indicates that African consumers tend to be less concerned about the 
environment when purchasing products. Based on the preceding arguments, this study is of the 
view that the customers’ environmental consciousness has no moderating effect on the 
relationships between experiential green satisfaction, experiential green trust and positive 
WOM proposed in Figure 1. The study accordingly hypotheses that: 
H4 (a,b,c): Attitudinal environmental consciousness does not moderate the linkages between 
experiential green satisfaction, trust and positive WOM. 
H5 (a,b,c): Behavioural environmental consciousness does not moderate the linkages between 
experiential green satisfaction, trust and positive WOM. 
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Figure 1. Conceptual Model 
 
 
 
 
 
 
 
 
 
 
 
 
METHODOLOGY 
This study employs a quantitative approach using a self-administrated survey. The target 
population includes South African consumers living in the Gauteng province, and having 
purchased at least one electronic appliance with graded energy-efficiency labels in the past 
three years. This is because since 2014, the South African Bureau of Standards (SABS) 
compels all retailers and manufacturers of electronic appliances to affix energy-efficiency 
labels on all their electronic products (SABS, 2014). Therefore, all users of home appliances 
purchased in South Africa after the year 2014 are most likely to have an energy-efficiency label 
affixed to their appliances.  
A quota sampling method based on criteria such as gender, income level and racial groups was 
applied to ensure that the sample is to some extents representative. The collection of the data 
was conducted by nine trained field workers in various settings including malls, offices and 
university campuses. The choice of these settings was motivated by the fact that they are 
crowded and most likely to include respondents of various demographic backgrounds. Out of 
the 700 distributed questionnaires, 440 questionnaires were returned and deemed usable.  
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A five-point Likert scale (from strongly agree to strongly disagree) was used to measure all the 
constructs in the conceptual model. The five items measuring the construct experiential green 
trust are adapted from Chen et al. (2015) and Taufique et al. (2017). Statements such as “I think 
that the energy-efficiency labels affixed to home appliances are generally dependable” was 
used in this construct. Experiential green satisfaction was measured using four items adapted 
from Chen et al. (2015). An example of a statement used to measure this construct is “I am 
happy with the energy-efficiency performance of my appliance”.  The construct positive WOM 
was measured using five items adapted from Moon, Costello and Koo (2016). One of the items 
used for this construct is “I recommend home appliances with high energy efficiency rating to 
others”. The two dimensions of environmental concern were measured using 9 items deriving 
from studies by Suki (2016) and Taufique et al. (2016).  Examples of statements used to 
measure the constructs environmental attitudinal consciousness and environment behavioural 
consciousness are respectively “I am concerned about natural resource depletion” and “I have 
avoided buying the product of a company because of my concern for the environment”.  
 
DATA ANALYSIS AND RESULTS  
A two-stage structural model approach was applied to empirically test the proposed conceptual 
model using AMOS version 24 (Hair, Black, Babin & Anderson., 2014). The measurement 
model was tested using a confirmatory factor analysis (CFA) approach. The results of the 
measurement model show that the model fits the data as indicated by the satisfactory model fit 
indices that exceed the acceptance thresholds (CMIN/DF= 2.700; CFI= 0.967; GFI= 0.901; 
TLI= 0.948 and RMSEA= 0.062). The reliability and convergent validity tested through the 
CFA indicates good results as presented in Table 1.  Each construct in the model has a 
Cronbach’s alpha and composite reliability above 0.7 suggesting that the scales are reliable 
(Malhotra, 2014). All the items have factor loadings above 0.6, corrected item-total correlation 
values above 0.5 and the average variance extracted (AVE) of each construct is above 0.5. This 
shows that the convergent validity of each scale is achieved (Hair et al., 2014). The discriminant 
validity was assessed through a comparison of the square root of AVE and the highest 
correlation coefficient in the correlation matrix presented in Table 2 (Malhotra, 2014). The 
results show that the square root of AVE of each construct is greater than the correlation 
coefficients with any other value. Thus, there is discriminant validity across the constructs 
integrated into the conceptual model.  
8 
 
The results of the structural model summarised in Table 3 show that the structural model fits 
the data satisfactorily (CMIN/DF= 3.342; CFI= 0.971; GFI= 0.932; TLI= 0.962 and RMSEA= 
0.073). The standardised estimates, p-value, t-value and R2 of the structural model are 
presented in Table 3. The results show that the model explained 43.5% of the variance of 
positive WOM and 23% of the variance of experiential green trust. 
 
 
Table 1. Reliability and convergent validity assessment 
Constructs Items Factor Loadings 
Item-
total 
Cronbach's 
alpha CR AVE 
EAC 
EAC1 0.891 0.808 
0.885 0.81 0.734 EAC2 0.935 0.831 
EAC3 0.73 0.690 
EBC 
EBC1 0.762 0.714 
0.881 0.882 0.556 
EBC2 0.746 0.680 
EBC3 0.806 0.731 
EBC4 0.649 0.596 
EBC5 0.812 0.759 
EBC5 0.686 0.655 
SAT 
SAT1 0.858 0.826 
0.936 0.937 0.787 SAT2 0.898 0.848 SAT3 0.922 0.879 
SAT4 0.869 0.845 
ET 
ET1 0.905 0.838 
0.935 0.934 0.74 
ET2 0.909 0.862 
ET3 0.873 0.839 
ET4 0.844 0.825 
ET5 0.761 0.768 
WOM 
WM1 0.763 0.838 
0.928 0.922 0.704 
WM2 0.88 0.862 
WM3 0.837 0.839 
WM4 0.831 0.825 
WM5 0.879 0.768 
EBC= Environmental Behavioural Consciousness; EAC= Environmental Attitudinal Consciousness; 
SAT= Experiential Green Satisfaction; ET= Experiential Green Trust; WOM= Positive Word-of-Mouth 
 
Table 2. Discriminant validity assessment 
 EBC ET WOM EAC SAT 
EBC 0.746  
ET 0.477 0.860 
WOM 0.613 0.457 0.839 
EAC 0.635 0.391 0.325 0.857 
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SAT 0.558 0.493 0.642 0.395 0.887 
 
 
 
 
Table 3. Hypotheses testing and structural results.  
Hypothesised relationships t-value p-value Standardised estimates 
Decision on 
hypotheses R square 
(H1) SAT  TR 10.133 0.001 0.480 Supported 0.230 
(H2) SAT  WOM 10.139 0.001 0.534 Supported 0.435 (H3) TR  4.373 0.001 0.208 Supported 
 
Experiential green satisfaction (β=0.534; p<0.001) and experiential green trust (β=0.208; 
p<0.001) both have a positive predictive effect on positive WOM, with the former almost 
doubling up the effect of the latter. As expected, the results revealed that experiential green 
satisfaction strongly predicts experiential green trust (β=0.480; p<0.001). Thus, these results 
support the hypotheses H1, H2 and H3. 
To test whether the dimensions of environmental consciousness moderate the relationships in 
the model, a 95% bias-corrected bootstrap confidence interval was constructed from 5 000 
bootstrap samples using the computational tool called PROCESS (Hayes, 2017). A series of 
six moderation analyses using the model 1in PROCESS was conducted to test the effect of 
environmental attitudinal consciousness and environmental behavioural consciousness on the 
relationships in the model. The variables were mean-centred prior to the analysis. As indicated 
in Table 4, all the interaction effects of the moderators have a statistically non-significant effect 
on the relationships in the model (p>0.05). These results suggest that environmental attitudinal 
consciousness and environmental behavioural consciousness have no effect on the 
relationships between experiential green satisfaction, experiential green trust and positive 
WOM. The hypotheses H4 (a,b,c) and H5 (a,b,c) are therefore supported.  
Table 4. Moderating effects of the dimensions environmental consciousness 
Moderators Hypothesised relationships 
Moderating 
effect 
(interaction) 
p-
value t-value 
Decision on 
hypotheses 
Environmental 
behavioural 
concern 
SAT  TR -0.057 0.744 -0.326 Supported 
TR  WOM 0.015 0.087 1.171 Supported 
SAT  WOM 0.001 0.878 0.153 Supported 
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Environmental 
attitudinal 
concern 
SAT  TR 0.057 0.750 0.3186 Supported 
TR  WOM -0.050 0.129 -1,518 Supported 
SAT  WOM 0.043 0.902 0.122 Supported 
 
DISCUSSION AND IMPLICATIONS 
The main objectives of this research were to establish the relationships between customer 
experiential satisfaction, customer experiential trust and positive WOM related to eco-friendly 
products and examine whether the level of environmental consciousness of customers 
moderates these relationships. To the best of the current knowledge, this study is a pioneering 
attempt to test the moderating effects of the dimensions of environmental consciousness on the 
relationships between customer green satisfaction, trust and positive WOM from an 
experiential perspective.  Several studies have found that positive WOM towards eco-friendly 
products is a result of high levels of customer experiential satisfaction and experiential trust in 
eco-friendly products (Wang et al., 2018; Chen et al., 2014). Similar findings are echoed in this 
study, which established experiential satisfaction as a pivotal determinant of customer 
relationships through trust in environmental labels and positive WOM contents towards eco-
friendly products.  
Interestingly, this study revealed that the nexus between experiential green satisfaction, 
experiential green trust and positive WOM are not affected by the level of environmental 
consciousness of customers. Irrespective of the degree of concern for environmental issues or 
involvement in pro-environmental activities, the interactions between experiential green 
satisfaction, experiential green trust and positive WOM remains unchanged. This finding is 
consistent with Steinhorst, Klöckner and Matthies (2015) who highlight that the adoption of a 
particular eco-friendly behaviour has not been adequately proved to spill over to 
environmentally friendly purchasing behaviours, because of psychological and structural 
barriers (Barbosa & Pastore, 2014). 
The current study makes a significant contribution to the experiential and environmental 
marketing literature in the sense that it provides empirical evidence for linkages between three 
critical variables in the process of building sustainable relationships with customers. The results 
of this study shed light on the experiential perspective of the chain satisfaction – trust – positive 
WOM relating to eco-friendly products which is still scant in the African continent (Sulemana 
et al., 2016). From a managerial perspective, marketing practitioners are advised to maximise 
the efforts to provide pleasant experiences to customers in order to increase their satisfaction. 
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Quality after-sale services significantly improve customer experiential satisfaction 
(Wickramasinghe & Mathusinghe, 2016). By investing in after-sale services companies can 
provide enjoyable and memorable experiences to their customers.  
  
 
 
LIMITATIONS AND SUGGESTIONS FOR FURTHER RESEARCH 
Although this study provides several contributions to the experiential and environmental 
marketing disciplines, there are some limitations. First, the antecedents of experiential green 
satisfaction such as perceived values, product price and quality have not been included in the 
model. Future study should investigate the moderating effect of environmental consciousness 
on the relationships between these antecedents and experiential green satisfaction. Second, this 
study was limited to the Gauteng province of South Africa. Future studies should test the 
moderating role of environmental consciousness in other emerging markets in Africa, Asia or 
South America.   
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